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‘It’s from the detailed finishing to the obvious details that are important in 
the luxury items, this helps them in setting apart from counterfeits as well 
as other brands. Chanel bags are for a lifetime’ (AiF). 
‘When I am paying £800 for a pair of black shoes from Christian Louboutin, I 
expect comfort and peace of mind that those shoes will not break during my 
long commutes around London’ (IfF). 
‘Quality is very important for me, and this is the reason for not buying non-
luxury brands. You can imitate the design, colour and logo, but you cannot 
reproduce the same quality. The quality differentiates products from each 
other, even without looking at the logo, I can touch and tell if it is a luxury 
brand or a fake replica’ (AbF). 
‘The quality, comfort and design of ‘Jimmy Choo’ shoes are remarkable and 
unmatchable, I am a loyal customer’ (MiF). 
 
 ‘Is it about animal testing?’ (KaF). 
 ‘I have heard about sustainability!’ (IfF). 
 ‘I have never heard about it’ (JaM). 
 ‘To be honest, I don’t know anything about it.’ (ShM). 
 ‘Is it about organic food items?’ (MiM). 
 ‘Do you mean energy efficiency?’ (MaM). 
 ‘I do understand that it is some kind of marketing’ (AbF). 
 
‘I do understand environment friendly 
products, anti-animal testing campaigns and ethical treatment of employees, 
and I do buy luxury brands, however I have never seen or heard about a 
luxury brand doing or promoting any of this’.  
‘I have never 
heard or thought about any CSR campaign, environment friendly designs or 
collection or anybody in luxury stores asking me to donate or let go of the 
luxurious packaging for saving some trees or recycle anything. I don’t think 
any luxury brand does it, otherwise I would have noticed’. 
‘I don’t think that any brand is doing anything for the 
environment or green marketing’.
‘if somebody has 
to think about ethics and environment, then don’t buy luxury at all’.
‘The clientele of luxury brands is loyal and will come back to them anyways, 
then why would the luxury brands put effort or make changes? ’(MiF).
‘I think the luxury users are selfish, we purchase for ourselves and our 
selfish motives, refusing to look at the wider picture. We just ignore the 
future and people who are getting negatively affected by luxury’ (AiF).
‘I don’t think that green marketing is suitable for luxury brands, they can do 
it for the sake of doing good, but I don’t think we as consumers want 
anything green in our luxury items, we might like that in food, but not in our 
luxury items’ (AbF).
 ‘I don’t think that it will make any difference to me’ (JaM). 
‘I think people who buy luxury are not looking for 
the environment friendly qualities of luxury; luxury is very idiosyncratic’. 
‘I base my decisions on the benefits I get from luxury; green marketing is not 
for luxury. I think that green marketing can be good for the brand image but 
not when it comes to decision-making’ (AbF).
‘I cannot base my decisions on the eco-friendly criteria, there is so much 
more going on while doing luxury shopping, that thinking about the planet 
or future cannot make any difference to my choice’ (AiF). 
 
 ‘When I think about luxury I think about quality, but when I think about eco-
friendly luxury products, I imagine inferior quality. The quality cannot be the 
same’ (MiF). 
‘Eco-friendly luxury products will not be able to withstand the test of time, it 
is difficult to trust that something produced by compromising on the 
materials and production processes, can be similar to the normal products’ 
(AiF). 
 
‘Luxury is already expensive, I wonder how much will they, (luxury 
companies) charge us for adding the environmental friendly features in their 
items, I will not pay extra for this’ (IfF). 
‘I will not pay a premium price for luxury products that are not made with 
the finest materials, they cannot justify the high price tags to me’ (JaM). 
 ‘When I think of luxury and environment together, I imagine minimalistic 
ordinary output and simple styles. Obviously those design are good for the 
world with less pollution and everything, but I do like conventional intricate 
luxury items’ (AiF). 
‘Design, trends, colours are very important to me, the designs should catch 
attention. The designs, packaging and presentation of organic foods make 
me think about the designs of ‘ethical’ luxury’ (MiF). 
 
‘I want companies to bring solar energy cars, but it is a different story that 
whether, I will buy or use it. I will not be able to believe it until everyone else 
is using it, trusts it and it performs like our normal cars’ (MaM). 
‘We are spoiled with choice and consuming the best that we can afford. I 
don’t think that we will be able to compromise on our expectations and 
experiences, the bar has been set very high’ (ShM). 
‘I eat green food but I would not wear the green products, especially as they 
cannot match the luxury products, they will not be able to meet out high 
expectations of quality, prestige, innovative, creative, latest designs and 
performance’ (AiF). 
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